Relationship Management (CRM) 
III. Objectives of Customer Relationship Management
CRM aims at focusing all the organizational activities towards creating and maintaining a customer. The process of developing a cooperative and collaborative relationship between the buyers and sellers is called customer relationship management. CRM is a new technique in marketing where the marketer tries to develop long term collaborative relationship with customers to develop them as life time customers. CRM aims to make the customer climb up the ladder of loyalty (Raghuvanshi, Tripathi 2012). To understand it in a better way let us go through its various perspectives.
IV.
Various Perspectives of CRM
CRM as a Tool for Relationship Marketing
In the academic community, the terms "relationship marketing" and CRM are often used interchangeably (Parvatiyar and Sheth, 2001). However, CRM is more commonly used in the context of technology solutions and has been described as "information-enabled relationship marketing" (Ryals and Payne 2001). According to Kotler, Keller, Koshy and Jha (2013), Relationship Marketing aims to build mutually satisfying long-term relationships with key constituents in order to earn and retain their business. No. of companies are shaping separate offers, services and messages to individual customers, based on information about past transactions, demographics and other factors. Thus, CRM seems to be most lucrative approach for Retaining the existing customers and attracting the new customers.
CRM as One to One Marketing
According to Kotler, Keller, Koshy and Jha (2013), four step framework for one to one marketing that can be adapted to CRM marketing is as follows:
(i) Identify your prospects and customers-Don"t go after everyone. Build, maintain and mine a rich customer database with information derived from all the channels and customer touch points.
Differentiate customers in terms of their needs and their value to your company-Spend proportionately more effort on the most valuable customers.
(iii)
Interact with individual customers to improve your knowledge about their individual needs and to build stronger relationships-Formulate customized offerings that you can communicate in a personalized way.
(iv)
Customize products, services and messages to each customer-Facilitate custom-company interaction through the company contact center and website.
CRM as a Multichannel Integration Process
The multichannel integration process is arguably one of the most important processes in CRM because it takes the outputs of the business strategy and value creation processes and translates them into value-adding activities with customers. According to Raghuvanshi, Tripathi (2012), It has been viewed as a process aimed at collecting customer data, find profiles of customers and use the customer knowledge in specific marketing activities. It is a discipline which enables the companies to identify and target their most profitable customers.
CRM as a Creator of Customer Value
According to Kotler, Keller, Koshy and Jha (2013), Customer value can be created through the support of a holistic marketing orientation. One view of holistic marketing sees it as "integrating the value exploration, Value creation and value delivery activities with the purpose of building long term, mutually satisfying relationships. Holistic marketers achieve profitable growth by expanding customer share, building customer loyalty and capturing customer lifetime value. CRM allows the company to discover who its customers are, how they behave and what they need or want.
CRM as a Strategic Perspective Grabner-Kraeuter and Moedritscher (2002)
suggest that the absence of a strategic framework for CRM from which to define success is one reason for the disappointing results of many CRM initiatives. In any organization CRM strategy is a wide-ranging and detailed definition of the scope of' the CRM programmed towards organizational goals. "The strategy is needed to keep businesses customer centric and to help the company constantly evolve internal processes and technology to acquire and retain customers." CRM is fundamentally a strategy aligned with the superseding corporate strategy. It tries to attempts to optimize a firm's profitability, revenue and customer satisfaction by focusing on a customer centric process (Raghuvanshi, Tripathi 2012). Thus in nutshell, CRM is the business strategy that aims to understand, anticipate, manage and personalize the needs of an organization's current and potential customers. At the heart of a perfect strategy is the creation of mutual value for all parties involved in the business process.
V. Conclusion
Customer Relationship Management is very cost-effective. There is very less need of paper and manual work. The technologies used in implementing a CRM system are also available at very low price. All the details in CRM system related to customer databases are kept centralized. This reduces the process time and increases productivity. Satisfactory dealing with all the customers and providing them what they actually need increases the customer satisfaction. This enhances the business and thus increases the turnover and profits.
If the customer is satisfied they will always be loyal to you and customer retention is also a very important aspect rather than attracting the new customers. Installing a CRM system can definitely improve the situation and help in challenging the new ways of marketing and business in an efficient manner. Hence to fulfill the business needs every organization should be recommended to have a full-fledged CRM system.
